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Retail Sales Allocation Tool (RSAT) 

Agenda 

ÅWhat is RSAT (30 Minutes) 

ÅQuestions (15 minutes) 

ÅBreak (15 minutes) 

ÅPotential Uses of RSAT (30 minutes) 
ïCase 1 

ïCase 2 

ïCase 3 
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Definitions 
ÅUpstream incentives:  

ïIncentives provided to manufacturers or retailers to induce 

change in stock practices 

Å Leakage:  

ïInstallation of qualified product outside of the service 

territory 

ÅBreakage:  

ïPurchase and installation of qualified product within the 

service territory, yet no rebate/incentive application is 

submitted 
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Upstream programming is cost-

effective, but we need to know: 

 

ÅWhere are products going? 

ÅDoes distance play a role? 

ÅHow to handle border stores? 
 

With data and analytics we   

developed a Retail Sales Allocation 

Tool (RSAT) to help us better 

understand customer behavior. 

Retail Sales Allocation: Why 
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We also need to know about our 

customers: 

 

ÅWho are they?  

ÅWhat are their shopping 

preferences?  

ÅHow do different products adjust 

shopping behavior? 

Retail Sales Allocation: Why 
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How RSAT Works 

 
 
 

Retailer 
Class 

Product 
Type 

Urban 
Density 

DRIVE 
TIME 

Minutes, 
Not Miles 

Step 1: 

Drive 
Time 

GIS 

RETAILER 
TRADE 
AREA 

(Where 
Customers 
Drive From) 

Step 2: 

Retailer 
Trade 
Area 

Customer 
Segments 

House 
Counts 

Utility 
Territory 

RETAIL 
SALES 

ALLOCATION 

By Utility 

Step 3: 



7 

Distance rings donôt account 

for key factors such as: 

 

ÅGeographic obstacles like 

rivers, bridges, lakes, etc. 

ÅRoad types, speed limits 

ÅUrban density  

 

 

Drive Time, Why Does It Matter?  
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Distance is  

measured in time 

ÅArea in blue represents 

10 minutes of drive 

time from the same 

store. 

ÅNotice all the populated 

areas that are within 

the ring but not within 

the drive time. 

 

 

 

Drive Time, Why Does It Matter?  
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How far customers  

drive also depends on 

the product 

 

ÅSome products 

naturally draw from 

larger trade areas 

 

Å One location may 

have multiple trade 

areas due to the 

different products  

 

 
 

Drive Time by Product 
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Drive Time, Other Factors 

Retailer 
Å Different brands 

draw different 

customers 

Urban Density 
Å Where customers 

live influences how 

long they are 

willing to drive 

VS 


